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ABSTRACT 
 
The retail sector of Venice has been evolving considerably since World War II, with a 
high number of store closures. Theories as to the cause of this phenomenon include population 
decline, high levels of tourism, rise of supermarkets, or a combination of these factors. This 
project intended to explore this phenomenon by examining and collecting current shop 
information and analyzing past data. Additionally, residential comfort in the city of Venice was 
to be examined using current shop information. Finally, this project developed a mechanism for 
making all of our work sustainable so that past and future shop information can be collected and 
inserted with ease.  
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EXECUTIVE SUMMARY 
 
Evolving over time, retail consistently changes to meet the needs of consumers. With 
each decade, businesses close due to a lack of demand for their services, while newer shops that 
better reflect the current trends inevitably replace them. The retail sector of Venice has been 
evolving considerably since World War II. Most notably, stores have been closing, especially 
stores that cater to residents of the city. These storefronts are then either replaced with tourism-
based souvenir stores or remain closed. No causal evidence is available to directly link these 
store closures to any one factor. However, theories range from population decline, high levels of 
tourism, the rise of supermarkets in place of traditional Venetian food stores, or a combination of 
these. The change in the retail of a city is a strong indicator of the change in the city as a whole. 
To understand this phenomenon occurring in the retail sector, therefore, would make a more 
accurate analysis of the entire economy of Venice possible.  
These trends have been researched by both student based research groups from Worcester 
Polytechnic Institute and professionals from the city of Venice. Past reports have shown a strong 
interest in tourism, propagating the mentality that tourist stores are putting traditional stores out 
of business. It is believed among these reporters that tourism only encourages more tourist based 
business, allowing for growth only in tourist based stores. However, the link between store 
closures and tourist stores is not so simple upon further inspection.  
 Address and typology data has been collected in all six sestieri of Venice. While valid, 
this insight is basically a snapshot of the past retail of Venice, rather than a comprehensive look 
at stores in Venice over time. To understand the evolution of retail in Venice, a complete 
timeline was created. This not only makes possible an analysis of retail in Venice, but allows 
data to be easily added in the future, for the purpose of future analysis.  
Table 1: Different Types of Shops 
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 This project examined three of the six 
sestieri, or city districts: Dorsoduro, Santa Croce, 
and San Polo. These sestieri were chosen because 
data had been collected in 2004, but not in the 
following years. Data was available for San Marco 
and Cannaregio from 2009, giving them less 
priority. We proceeded with the goal of collecting 
data on the retail sector in Venice since World War 
II. To achieve this, three main objectives were 
formed.  
To collect baseline information about 
current shops, a field form was created to 
standardize collection methods. In addition, 
pictures were taken to ensure accuracy. 
  To create a mechanism for updating 
shop information, keeping in mind both past 
and future data, a map was created using 
Google Earth with all the current store 
locations which has the ability to be updated by 
the public through the use of an online form. 
  To analyze comfort level using current shop information, each part of Venice was 
examined and given an appropriate rating on the difficulty of living based on age. Census tracts 
were used to divide the city into manageable districts. 
 Figure 1: Area of Research 
 
 Figure 2: Data Collection Field Form 
 
  Figure 3: Stores sized by quantity and colored by change from 2004 
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 We documented 1447 retail locations in Santa Croce, Dorsoduro, and San Polo.  
Quantities of types of stores are represented as a percentage of the stores documented in that area 
during that year. In this way, business in general can be said to have increased in all 3 sestieri, 
while different kinds of business increased or decreased more specifically. Figure 2 illustrates the 
distribution of stores in the documented areas sorted by retail category. Larger categories, such 
as eateries, denote more numerous types. A scale of blue to orange represents the change as a 
percentage of stores documented from 2010 compared with 2004. Blue categories suffered 
decreases, such as with services, where orange categories increased in size, such as with clothing 
and accessory stores. Of the categories, service stores suffered the most decrease overall (from 
8% to 4%), with closed stores showing the second largest decrease (19% to 17%). This tells us 
that although stores are opening, the stores that open are not service stores. Rather, they are more 
likely to be eateries or clothing and accessory stores, which increased across all three sestiere. 
Through the use of comfort level analysis this project was able to view the impact of 
these changes on the residential population. Table 2 illustrates that with an increase in 
supermarkets and a decrease in other basic necessity stores the dispersement of “basic necessity” 
stores throughout Venice has decreased. From this image it is also possible to see that as a person 
gets older in Venice, the difficulty of living gets significantly harder. In addition, this graph 
locates areas in which it is easier to live, by marking them with green. Within the three sestieri 
studied, San Polo contains the most “basic necessity” stores and appears to be the easiest sestiere 
to live in of the three we studied.   
Santa Croce, San Polo, and 
Dorsoduro 
Comfort Level for Supermarkets  
Age Brackets 
 
Comfort Level 
for People 65+ 
 
 
 
 
  
 
Comfort Level 
for People  
15-40 
Table 2: Comfort Level Analysis for Elderly and Young 
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Interestingly enough the population density of San Polo is not the highest within the three 
sestieri studied, as seen in Figure 4. It is also worth noting that supermarkets were not built in all 
highly populated areas.  To increase the comfort of these areas there needs to be careful planning 
of “basic necessity” store locations in the future.   
 Figure 4: Population Density by Island 
 A map was created to display the overall trends of stores over time, such as location, 
quantity, and density. The user can then filter the data he wishes to view by subcategory, or 
toggle the visibility of more specific types of stores by checkboxes. Figure 5 shows the map of 
art and antique stores, where art stores are shown as red markers, and antique stores as blue. 
Scrolling the timeline to the left (past) or right (future) forces the map to show only the stores  
that were open during the highlighted time period. In this way, the user is able to see a more 
complex breakdown of the distribution of stores documented from any given year. 
For the data currently available, an interactive map was created, with the ability to pan and zoom 
so as to more intuitively display locative information. In order to dynamically update this 
display, it must read data from a dynamic spreadsheet which, in case of this project, was a 
database file edited in Access. Each type of store is represented using a different icon, so the user 
can see at a glance the distribution of stores. An easy-to-use interface that outsiders can use to 
submit their own data was created, written in both English and Italian so that Venetians, even 
non-English speaking ones, will be able to contribute. The link to the form is shown in the 
bubble after clicking any icon on the map. 
To keep all the information together and make it easier for public use a web site 
“L'Evoluzione delle botteghe a Venezia” was created. It contains a map that was converted from 
Google Earth to Google Maps, the online form for entering information, several TimeLine maps 
and visualizations of past data. There is also a tab for contacting the Venice Project Center for 
any questions or help.  
14  
 
In summary, all three sestieri examine showed a significant decrease in service stores 
while slight increases in clothing/accessory stores and tourist stores. The examined area showed 
a dramatic increase in eateries across the board. This signals a growing demand for a visitor 
oriented food supply. The decrease in services illustrates a diminishing need for residentially-
oriented stores.  
 
  
 Figure 5: A Timeline Map created to dynamically display shops by type and date open. 
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1. INTRODUCTION  
 
Evolving over time, retail consistently changes to meet the needs of consumers. With 
each decade, businesses close due to a lack of demand for their services, while newer shops that 
better reflect the current trends inevitably replace them. Growing in popularity around the world, 
large department stores are being built anywhere and everywhere possible. The development of 
stores that offer large quantities of goods at low prices often threatens the existence of smaller 
specialty shops, which are frequently locally owned. A decline in residents (a.k.a. potential 
shoppers and business owners) also endangers local businesses, and as a result small stores 
frequently go out of business when population decreases. Some urban locations, however, have 
the assistance of tourism, which brings in money from outside the city. Examples of these cities 
include well-known locations like Chicago, Illinois and Paris, France, which rely on tourism for 
a portion of their economy. Paris, for example, hosts 27 million people a year and receives an 
economic earning of 8 billion euro, plus 30 million from the visitor’s tax alone, through sites 
such as La Basilique du Sacré Coeur, the Eiffel Tower, the Louvre and the Notre-Dame. 1
 
 
Although tourists are often blamed directly for population decline of heavily visited areas, the 
connection is unproven. The influx of tourists that arrive in these destinations often inflates 
pricing, as costs rise to profit from tourists. This price increase applies to retail products, both 
tourist and, more importantly, residential.  
                                                              1 (Paris 2007) 
 Figure 6: Population has decreased throughout the years and tourism has seen an increase. A correlation cannot be made because tourism is not the only factor leading to population decline. 
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What differentiates Venice from Chicago or Paris is the severity of resident decline. 
While Chicago’s and Paris’ populations have declined, they still have populations well over 2 
million, whereas Venice’s resident population has dropped to under 60,000 in recent years. 
While this decline began as early as the 15th century, in the last 40 years the number of residents 
has dropped by 58.6 %, from 145,000 in 1960 to 60,000 in 2009.2
Figure 5
 This dramatic decline can be 
seen as early as 1951 in . With a declining population, however, many stores that cater to 
residents are forced to close as both demand and support for local business dwindles.  
The evident decline in population in Venice then enables tourism to expand through local 
resources and infrastructure. Currently, tourists flock to the city at a rate of 55,000 per day.3 This 
is almost on par with the entire residential population of 59,000 Venetians. Including commuters, 
there are in total 62,222 persons who come to the city daily either for work or study.4
 Frequent store closures coupled with rising prices only make life more uncomfortable for 
the Venetian, discouraging residence and exacerbating the ever-decreasing population. Although 
Venice has been able to preserve its classic architecture, it has been unable to avoid the 
economic changes felt throughout the rest of the world. A noticeable transition from small shops 
to large department stores is taking place globally, and Venice is no exception. Supermarkets 
hold a larger stake than ever before in food sales: 13 on the Historic Center of Venice and 
surrounding islands. But rather than the replacement of an existing infrastructure, supermarket 
development could signal the decline of demand for goods, and the infeasibility of maintaining 
small, residentially-oriented shops. Due to the unique nature of transportation in Venice an aging 
population may be unable to take advantage of the convenience other cities typically enjoy from 
consolidated goods found in large supermarkets. 
 This 
phenomenon has even led lawmakers to consider the “present population”, or the effective 
number of people in the city, which includes tourists. As tourism expands throughout Venice, so 
does a specialized retail sector aimed at tourists through souvenir shops and informal businesses.  
  Street vendors, a product of tourism, often 
disregard regulations set in place by the 
government, causing chaos when they are located 
and properly dealt with by the authorities. The 
informal businesses are not only an annoyance for 
tourists and locals; they divert business from 
legitimate enterprises, which include locally 
owned shops, as seen in Figure 7.  
                                                             2 (Eggleton 2009) 3 (Eggleton 2009) 4 (Comune di Venezia 2004) 
 
Figure 7: A purchase from a bag seller reduces the revenue that legitimate stores can gain by diverting business. 
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Currently, there have been several studies conducted by scientists and student-based 
research groups examining tourist movement throughout the city, the economic status of Venice 
as it relates to the residents, and the location of formal businesses. These studies have shown that 
a large portion of the current shops fall under the category of tourism. Although extensive 
research has been conducted, there are still numerous gaps in both data and analysis.  
Though Venice has been studied ad nauseam, little is known about the true nature of its 
retail. The disappearance of basic shops leaves Venice less able to support the little community 
that remains. As life in Venice becomes more difficult, there is less incentive and capital to 
revive dead sectors of the city. Tourism fills the gaps left by locally owned shops, making the 
much-adored specialty stores of Venice an infeasible business model for the coming years. 
However, while data exists on the state of retail in Venice, past research has focused on 
collecting data representative of the time of the project. A legacy of maps with dots that show 
retail locations remains the result of such inquiry, as seen in Figure 8, a static representation of 
necessary goods in one sestiere. While valid, this insight is basically a snapshot of a moment in 
the past, rather than a comprehensive look at stores in Venice over time. Because the map is 
static, the information is also static—there is no way to add data after the findings are presented. 
There is a lack of dynamic datasets that can receive and process appropriate data at different 
times. In addition, the processes used to collect data, while repeatable, are not conducive to 
compilation. A model that can serve as an outlet for Venetian residents to recall their past and the 
history of Venetian retail is currently unavailable. Furthermore, a way for this information to be 
properly processed and added to current datasets is necessary as a resource for future projects. 
Figure 8: Past example of an IQP’s evolution of stores including several maps and dots, this is only for bread stores in this specific location. (Karen Singh 2004) 
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Informal industries have not been well-documented. The mobile nature of illegal business creates 
obstacles in tracking which are not present in the collection of data on formal retail.  
  The main goal of this project was to capture the evolution in the Venetian retail sector 
since World War II by collecting current data and developing a mechanism to display and update 
past data. Formal business was documented in order to track the evolution in future years, and 
the difficulties of documenting the change in informal businesses were addressed. These 
processes are repeatable and reliable so that future researchers can continue accurate 
documentation and compare to the foundation of information. The creation of this base layer will 
allow others to theorize about economic trends in heavily touristed locations. Two interactive 
maps of Venice created: One from past and present data which allows viewers to see what shops 
currently exist and where, as well as what existed in the years before; and one showing only 
current stores, with the option of adding additional information online. In this way, the past 
enabled us to understand the future of heavily touristed destinations.  
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2. BACKGROUND 
 
Our focus is primarily on the economic influences that Venice faces, but this inevitably 
includes other aspects of Venetian history such as industry, tourism, and illegal agents in society. 
At the beginning of this section, we briefly introduce the history of the Venetian economy, which 
has utilized tourism as a source of income for centuries. We then outline the importance of 
tourism in the modern economy of Venice. The different facets of the retail sector are explored 
in its various forms. Likewise the effect of global recession on the economy of Venice is 
discussed. 
2.1. BRIEF HISTORY OF VENETIAN ECONOMY 
 
The economy of Venice has been evolving since its legendary founding date in 421 AD.  
As a port city, it has been known as an epicenter for trade and maritime commerce. Throughout 
its history, Venice has prospered from the manufacturing of ships as well as the use of these 
ships for maritime trade. In recent history, the lucrative cruise liner industry attracts millions of 
tourists on to the docks daily. This strong connection to the sea is celebrated each year in May. 
The Festa della Sensa, also known as the “Marriage to the Sea,” is a celebration in which the 
doge would drop a wedding ring into the lagoon to symbolize the union between Venice and the 
sea.5
As early as the 6
  
th century, the city gained wealth and prosperity from the sale of salt, 
harvested from dried sea water. The salt was a valuable commodity with a market in nearby 
Constantinople. Global trade allowed for the importing of necessary goods that Venice could 
never produce. These luxuries were then re-exported to other European countries that, without 
Venice, could never attain these goods themselves. By the 10th century, Venice became capable 
of its own sophisticated production and developed into a major market of resource goods. This 
economic intelligence that was displayed by the Venetian traders would continue over the course 
of the history of Venice. 6
Periods of war also brought about beneficial opportunities for Venice. The Venetians 
would once again use their central maritime location to their advantage and take part in the 
business of transportation. During the turn of the 13
 
th century, the fourth crusade brought 
Crusaders to Italy in search of transport to Egypt. The agreement was that 33,500 crusaders 
would be transported for the sum of 85,000 silver marks.7
                                                             5 (Robert C. Davis 2004) 
 Though, the crusaders fell short with 
their end of the bargain, only paying 51,000 of the 85,000 silver marks, this shipping economy 
would continue providing Venice with a sustainable source of wealth. European travelers would 
require transportation from Venice to the holy land. While waiting for this transportation, the 
pilgrims would stay in Venice. Initially, the travelers were only interested in a place to stay but 
6 (Lustiger-Thaler 1992) 7 (Robert C. Davis 2004)  
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found themselves attracted to Venice’s beauty and culture, attributes which still attract visitors 
today.  
Adriatic trade continued to turn Venice into a center for commerce between Europe and 
the Middle East until the 18th
 
 century. At its peak, Venice’s own economy powered the 
development of a shipbuilding industry. 
“Shipbuilding inevitably became a major industry. It occupied a whole 
sector in the northeast of the city, the Arsenal—a vast assemblage of 
basins, yards, and workshops for making sails, ropes, and ordnance. At its 
entrance is an elaborately decorated gateway with a fine group of stone 
lions guarding what was until the 18th century Europe’s largest industrial 
complex.” 8
 
 
            The increase of similar power in Portugal led to the decline of commercial influence 
in Venice.  At the end of the 18th
            The retail sectors were always affluent in Venice and developed similarity to that of 
the rest of Italy.  A common occurrence was the marketplace. The most well-known in 
Venice is known as the Rialto market place. The Rialto’s prime location, on the west bank 
of the Grand Canal, was considered the hub of the economy in Venice for much of its 
history.
 century, the Venetian Economy was forced to abandon 
trade and discover a new means of wealth.   
9
            A walk down the streets of Venice, at the turn of the 20th century, would reveal 
hundreds of family owned shops selling primarily one or two goods. The majority of Italy 
would hold onto this identity of specialty shops much longer than the rest of Europe and the 
United States, but inevitably the first supermarket arrived in Milan in 1957.
 This market place also features the famous Rialto Bridge which has actually 
included built-in shops since the 15th century. The market area remains a nucleus for retail 
in Venice with its popular fish market, fruit market, and tourist based retail on both sides of 
the bridge.  
10
 
 The idea 
would then rapidly diffuse throughout Italy eventually making its way to Venice in the 
1960’s. Though the number of specialty shops is on the decline, they are still very much a 
part of the retail economy of Venice today.  
 
 
 
 
 
 
 
                                                             8  (Brittanica n.d.) 9 (Ammerman n.d.) 10 (Scarpellini 2001) 
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2.2. TOURISM IN VENICE 
 
        At the turn of the 19th century, mass tourism became the center of the Venetian economy. 
Similar to many tourist destinations, the beautiful architecture, public art, and cultural heritage of 
Venice draw visitors from around the world. For these reasons, as well as the unique and 
intricate canal system, Venice attracts roughly 15,000,000 tourists yearly.11 In addition to 
tourists, there are 62,222 commuters coming to Venice while 16,414 Venetian residents 
commuting from the city, giving a net entrance of 44.808 people daily.12 To put that number into 
perspective: “On any given day, there are at least 89 foreigners on average for every 100 
Venetians residents.”13
      The highest density of tourists can be found in three areas of Venice: Piazza di San 
Marco, the Rialto Bridge area, and the Galleria dell’Accademia region. 
  
14
      The Piazza di San Marco is the quintessential example of a tourist destination in Venice, 
as the classic architecture remains, but the nearby shops, restaurants, and informal businesses 
cater primarily to tourists. The largest of the Venetian squares, San Marco houses the 
breathtaking Basillica, which was constructed in 1094 AD and draws the largest crowd daily.
 Most tourists have 
limited time to spend in Venice and will localize themselves between and at these three most 
popular areas. As a result, an abundance of tourist gift shops, mask shops, and informal 
businesses, such as beggars and flower sellers, can be found in these popular areas. These 
businesses are dependent on tourism and therefore cater to the visitors.  
15
      Two popular festivals take place each year in Venice that attracts hundreds of thousands 
of people to the city: the Venice Film Festival and the Carnevale di Venezia. The Venice Film 
Festival is the longest running film festival and takes place every year on the island of Lido. The 
first was held from August 6
 
Tourism-based retail in the sestiere containing these sights has jumped from 15% to 20% of the 
stores documented in the area in only 5 years. 
th to 21st in 1932. This festival attracts the elite in the film industry.16 
The Carnevale di Venezia draws a larger, more diverse crowd to the city. The festival is said to 
have been changed by tourism; “Tourists from all over the world come to Venice to witness for 
themselves the beauty of the city in its time of festival.” In the centuries prior to the Second 
World War, it became apparent that festivals and holidays were beginning to tailor to tourists’ 
expectations and desires, whereas before such celebrations were images of the Venetian 
culture.17
 
 
 
 
                                                             11 (Robert C. Davis 2004) 12 (Comune di Venezia 2004) 13  (Venipedia) 14  (Chelsey Anderson 2009)  15  (Robert C. Davis 2004)  16  (Venezia, Commune Di n.d.) 17  (VENEZIA MARKETING & EVENTI S.P.A. 2009) 
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2.3. VENETIAN MARKET 
 
It is estimated that tourism brings one billion euro to the city of Venice annually. The 
businesses of the city have thus evolved to cater to tourists. Both local and international 
companies fill the city streets in hopes to acquire a portion of that substantial sum. The 
remaining area of Venice, where the numbers of tourists is low, consists of small stores as well 
as supermarkets. The city is constantly changing as the number of tourists increases yearly. In 
fact, tourism has encouraged the Venetian economy in ways that keep it dependent on tourism.  
 
 Figure 9: Bakery shop in an area of research-San Polo. This type of traditional store is facing a decline in business. 
 
 
But increasingly a mentality that reflects the opposite sentiment is reflected throughout the 
media and among the citizens. 
The economy of Venice is comprised of multiple tiers of formality ranging from formal 
businesses such as designer labels and souvenir stores to the informal such as flower and bag 
sellers. The following sections will outline the presence of each within the scope of the Venetian 
economy. 
 
2.3.1.  RETAIL SECTOR 
 
Venice is currently experiencing a decline in traditional and basic necessity stores, which 
cater more to residents since they sell product essential for living. Figure 8 depicts a bakery store, 
a common sight of the Venetian produce market. After these stores close, they often reopen as 
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souvenir or non-food stores if they reopen at all.18 Before example, between 1990 and 2000, the 
number of traditional retail stores decreased from 675 to 575.  Of these, 75% of closed stores 
were specialty stores that sold meat, bread and vegetables. However, the total number of stores 
remains the same.19 This supports the theory that tourism-oriented stores are doing better than 
necessity stores. Then between 2005 and 2009, the number of tourist stores increased by 4%, 
assumed to accommodate the increase of tourism in Cannaregio. Similarly in San Marco, the 
number of food stores didn’t change, while the number of tourist stores increased by 5%, from 
239 to 340. This illustrates the growth of tourist-oriented stores in Venice, while casting doubt 
on the notion that tourist stores are putting residentially-oriented stores out of business. If this 
were the case, the two would have a strictly inverse relationship. As such, however, we see that 
although one tends to increase while the other decreases, there is more at play in the Venetian 
retail sector than a simple give-and-take of storefronts. The presence of brand-name stores like 
Fendi, Gucci, Prada, Burberry, Guess and Footlocker also illustrate the demand in Venice as a 
shopping destination.20
To properly classify a store requires both a category of store and then more specifically a 
type.  Past reports used this same two level system of classification but with categories that were 
both vague and confusing. For example, one category entitled “Paper” consisted of two types, 
Books and Stationary. These products are only related in the sense that they will end up being 
used together. For this reason as well as others, the system was refined to include 10 categories 
consisting of 64 types. Each category and its extent are represented by Figure 10 below.  
 The previously mentioned data supports the speculation that Venice is 
experiencing an evolution in its retail sector. The true cause of the store closures is unknown.   
 Figure 10: 10 Categories Used in the Data Collection Process. 
 The types of each category were developed in the field, as to include all stores that are 
specific to Venice and uncommon elsewhere. A similar word cloud depicting only types of stores 
and their degree of use is shown below in Figure 11.                                                              18 (Chelsey Anderson 2009) 19 (Ta Karra Greene 2005)  20 (Chelsey Anderson 2009)   
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 Figure 11: 64 Types Used To Classify Stores During Data Collection. 
 The types and categories can be found in Appendix A, along with their designated 
standard international code. An example picture of each type of store can be found in     
Appendix H. 
Among the formal businesses of Venice, restaurants and hotels do well in the face of 
increasing tourism. The most formal instance of restaurants is the ristorante, which generally 
offers food at higher prices than other eating establishments. The atmosphere is quiet and food is 
first selected from a printed menu and served in numerous stages. The meal opens with two light 
courses: the aperitivo and the antipasto, which lead into the primo and secondo courses. These 
are accompanied by the contorno (side dishes), and followed by the dolce (dessert).21
Less formal than the ristorante is the trattoria. These are usually family-owned and –
operated, with regular customers. The cuisine is less extravagant than that found at a ristorante, 
and thus less expensive. There are generally no printed menus to order from, and wine is served 
by the decanter rather than the bottle.  
 
Still less formal, however, is the osteria, which in Italian literally translates to a place 
where the owner “hosts” others, generally with the purpose of serving them food. Emphasis is 
placed on regular customers, with food prepared from local recipes and served family-style at 
shared tables for groups to enjoy.  
In addition to restaurants, Venice is home to many hotels, from modest and luxury. As a 
popular tourist destination, Venice held a stake in the hotel business from as early as the 19th 
century. As pilgrims made their way through the city before, a trend in the late 19th and early 20th 
century led the rich to Venice to stay at luxury establishments. 22These establishments continue 
to see business closest to Venice’s most famous landmarks: the basilica at Saint Mark’s square 
and the Rialto bridge.   
                                                             21 (The Structure of An Italian Meal n.d.) 
In dining and resting, the tourist comes to Venice for the “authentic” Venetian 
experience. Restaurants and hotels therefore raise signs to flaunt their “traditional Italian” meals 
22 (Brittanica n.d.) 
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and services. Even the newer establishments take on a rustic look to match the older parts of the 
city.  
 
2.3.2.  INFORMAL BUSINESS 
 
“Vu cumprá?”—this slang phrase is used in Italy to describe the illegal vendors who line 
the streets of Venice. The phrase is “derived from the way many mispronounce the words 
vuoi comprare.”23 Originally from places as far as Africa, Asia, and as close as Eastern Europe, 
these vendors are known as venditori ambulanti abusivi extracommunitari, or “unlicensed, 
itinerant, non-EU vendors.”24 They typically display their goods out on sheets, which are laid on 
the sides of streets or in front of shops. Two vendors stay with the goods, while another serves as 
a lookout, ready to give the signal if the polizia are on the way.25
While the products they offer serve an economic niche—that of offering fake designer 
goods at a lower price—the penalty for being caught with counterfeit items such as knock-off 
designer bags can have a heavy fine of 10,000 € for tourists trying to travel through customs. 
Moreover, street vendors can be an imposing presence. The added annoyance might discourage 
business if the presence is strong enough. 
 They approach tourists, who 
appear to them as easy targets, offering fake merchandise at cut-throat prices. Flower sellers, for 
example, will single out couples to sell flowers to. Beggars are often physically deformed, which 
adds to the pitiable appearance—a profitable outfit. 
 
 
 
 
 
 
 
 
 
                                                             23 (Pope, The Beach Peddler 2000) 24 (Robert C. Davis 2004) 25 (Chelsey Anderson 2009) 
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2.4. EFFECT OF GLOBAL RECESSION ON VENETIAN ECONOMY 
 
The global recession has affected many countries throughout the world. As unemployment 
remains a problem, nations must spend more to boost their economies and help to stop job loss.  
 
 Figure 12: Italy Retail Sales PMI shows a decrease in business during the last economic recession. 
              Hard times are a reality for many nations struggling with economic downturn. For a 
structurally weak Italy, this period of financial crisis is no different; “Italy’s growth rate had 
already been slowing for over a decade, reflecting weakening productivity.”26 Figure 
11
 As seen in 
, retail in Italy saw consistent decrease in 2007, which was commonly seen as the earlier 
portion of the global recession. Budget cuts and national deficit weigh heavily on taxpayers. 
“The tax burden is high and weighs disproportionally on salaried and retired workers.”27
Figure 12
 The 
elderly and tourist shop workers, if not all of Venice, are thus very much affected by the 
recession. Venice has enjoyed the initial boost from tourism but later became dependent on this 
foreign capital. This dependence makes Venice extremely vulnerable to fluctuations in the tourist 
market. Consumer confidence decreased similarly to retail sales, as we can see in , 
which therefore had a major impact of Venice’s economy. As the global recession showed its 
devastation in 2007, many are still dealing with the effects today. Though some say the recession 
is over in some parts of the world, the European Union continues to do poorly in terms of the 
financial crisis.  
 Figure 13: ISAE Consumer Confidence Index shows a decrease corresponding to the global recession.                                                              26 (International Monetary Fund 2010) 27 Ibid 
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With the recent global recession, many tourists fare the “daytripper” route. Daytrippers 
are visitors who arrive and leave the same day, rather than staying overnight in a hotel. These 
tourists rarely stay in the city long enough to contribute to its economy via hotels, restaurants, 
and shops. “The city attracts 15 million visitors each year—about 55,000 a day—but on average 
only half of them stay in hotels, down nearly 65% from 20 years ago.”28 The rising cost of fuel is 
an added nail in the coffin. As all goods must be imported into the city via the canals, the cost of 
obtaining externally produced goods remains high, causing all pricing aspects of the city to rise 
as well. “Years ago, Venice business owners had two sets of prices, one for the local residents 
and another, higher price list for the tourists. They justified it by the fact that the tourists didn't 
pay local taxes. But now, to cover increased overhead costs, local merchants and restaurateurs 
are charging "tourist prices" for everything even to the locals.”29
 
  
  
                                                             28 (Barbie Nadeau 2009) 29 Ibid 
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3. METHODOLOGY 
 
Our project was spatially limited to Venice and the stores therein, as we aimed to create a 
foundation of information regarding current shops throughout the city. With approximately 120 
islands, Venice presented a unique challenge in data collection. We therefore focused our study 
on the main islands that make up the majority of Venice, though we remained open to all 
information regarding any retail location within the city limits. We focused on collecting data in 
the sestieri Santa Croce, Dorsoduro, and San Polo. 
Conceptually, we limited our documentation to retail. Thus, we only considered retail 
locations which reside in Venice. Though there are many types of retail in Venice, ranging from 
supermarkets to hotels, we wish to document as much business as possible.  
Our project, taking place both at Worcester Polytechnic Institute during its first half and 
in Venice during its second, lasted a cumulative 14 weeks: 7 of preparation, 7 of implementation.  
The intent of this project was to capture the change in Venetian retail since World War II. 
To accomplish this mission, we planned to achieve the following main objectives. The sections 
to follow detail the methods, tools and techniques we plan to use to track and gather information 
on current businesses along with previous stores. 
 
3.1. COLLECTING BASELINE INFORMATION ABOUT CURRENT SHOPS 
 
Since 2004, numerous teams of students from Worcester Polytechnic Institute have 
researched and collected data on the then current store locations. These teams have examined the 
various sestieri of Venice. For economic data to be significant it must be viewed over time. 
Therefore the creation of a baseline set of information where past and present data can be 
compared was vital. Data collected by past research groups was reviewed and compiled to form a 
database or information. The use of a field form ensured that the data we collected was 
consistently formatted, so that the database is as accurate as possible. An important part of 
maintaining the database was the categorization of the shops; therefore a coding system for the 
store types was necessary. Previously no standard coding system existed. Past systems left store 
types in broad categories and did not account specifically enough for stores that sell multiple 
types of items. A new coding system was created based on the European Classification of 
Economic Activity (NACE) system that is currently used in most of Europe. As the basis for a 
categorization of stores, the NACE code was supplemented with more specific codes for more 
specific types of retail. These can be seen in Appendix A. 
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3.1.1.  WHAT IS A STORE?  
 
What classifies a store for this project is any retail location that sells goods and has a 
permanent address. Under this definition the following types of businesses are included, as seen 
in Figure 14 below.  
 
 
3.1.2.  STORE LOCATION COLLECTION 
 
The collection of store locations and types is very simple in concept but in practice can be 
time consuming due to the large amount of data. To accelerate the collection process, we split 
into two teams of two and gathered data in the same sestiere. One team started from address 
number 1 and followed the numbers upward, while the other team started from the last known 
address (taken from the website for Venice’s Chamber of Commerce) and followed the numbers 
downward. When the two teams meet in the middle, the collection for that sestiere was complete, 
and both teams moved to another sestiere.  
To ensure consistency, each team used a field form to supply more specific information 
than a simple categorization can provide for each store. The field form requires the store name, 
Figure 14: Venn diagram of store types, both residential and tourist. Some are more tourist-oriented, while others are more residentially-oriented. 
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the store address, a description, merchandise sold, the current status of the store, and the date of 
collection.  
 
3.1.3.  STORE CODING 
To classify different types of stores, this project used the NACE codes that were 
mentioned previously with certain alterations to provide for more specific categorization. The 
majority of the code remained the same so as to not alter the system that is already in place in 
much of Europe.  
An example of the current code reads: G47.2.3 as the retail sale of fish, crustaceans, and 
mollusks. In this case, G47 represents retail in non-specialized stores. The following 2 represents 
that this retail is more specifically a food, beverage, or tobacco retail location. The 3 denotes 
what the store sells in relation to this. A list of the NACE codes used can be found in Appendix A: 
NACE Codes Visualization 
3.2. VISUALIZING AND COMPILING DATA  
 Figure 15: Stores Timeline. Users can drag the timeline for different representation of the stores around the city according to the year. 
 
Once all store locations and data were gathered, they were entered into a database where 
they could be easily compared to past data. During the comparison process, entries were able to 
be merged, resulting in one data entry per store per location. For example, if the same store had 
been documented in 2004 and 2009, it became one entry, with its first documentation noted to be 
in 2004, and its last to be in 2009. The stores were sorted by address code to avoid confusion, 
and as such, if a store moved to a new location, the entry for the old location ended, and a new 
entry was created for the new location. The data from the most recent data collection years was 
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then compiled into a table labeled Current, which contains data on Santa Croce, San Polo, and 
Dorsoduro from 2010, data on San Marco and Cannaregio from 2009, and data on Castello from 
2004. As well as having a table for each year of data collection, another table was reserved for all 
stores, complete with starting and ending dates of operation.  
            This information was then used to create an interactive map, as seen in Figure 15, where 
viewers can see each store, get the history of the location, and have the opportunity to input their 
own data for a more comprehensive history of each store location. The map uses code provided 
by the TimeMap library (available at <http://code.google.com/p/timemap>), which takes advantage 
of Google Maps and SIMILIE Timeline (available at <http://code.google.com/p/simile-
widgets/wiki/Timeline>). It loads data from a Google Spreadsheet with predefined column headers 
such as Start, End, Lat, Lon, Title, and Description to denote the different aspects of each store. 
The spreadsheet can be dynamically updated online either directly by the owner of the 
spreadsheet by inserting new information into the fields, or indirectly via a form which feeds the 
user’s answers into the appropriate columns.  
            The code is written in JavaScript and HTML, and saved as a .html file. It can then be 
saved to a file-hosting service, where a public link is available. That link directly sends the user 
to the timeline map as a page of a website. 
 
3.2.1. CREATING A GOOGLE EARTH MAP WITH VISUAL BASIC AND KML 
 
 Figure 16: Google Earth Map of current stores. Different icons represent different types of stores. 
 
 
An interactive map was created to visualize the collected and reformatted data. The map 
reads data from a table named “Current” from the up-to-date database containing the information 
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on all stores in Venice. A program was written in Visual Basic for Applications, specifically for 
Access in order to convert the data to a readable format for the map. A module for coding can be 
opened by clicking the “Database Tools” and selecting “Visual Basic”. This process converted 
the data to a KML file that could be opened using Google Earth. The first step in coding was to 
display all the data points, which correspond to shops, on the map. To do so, every point required 
longitude and latitude. MapInfo was used to geocode the data we collected, whereas the data 
from the past already contained geographical coordinates. After all the coordinates were entered, 
they were linked into the code. Our map then had all the points included in the data.  
The standard Google placemarks were then replaced by icons corresponding to the type 
of store. Figure 15 illustrates these icons as they appear on the map. Google Map icons were used 
for shops and other retail. The icons were saved in Venice 2.0 Gallery, and a url of the object 
was inserted into the code module. As a result, a total of 37 icons were displayed on the map. 
Each icon was to have its own pop-up balloon. Every balloon contained basic information about 
the shop, such as the address, type and year it was recorded. As before, the code was modified so 
that it could perform this task. 
The next item to add was pictures for every store. As was mentioned earlier, we took 
pictures of every store in Santa Croce, Dodrsoduro and San Polo. These pictures were transferred 
to the Venice 2.0 Gallery and their urls inserted into the access sheet as text. A formula was 
entered into the code so that a picture inserted next to the corresponding coordinates was 
displayed in the information balloon.  
The last step was to have a link in the pop-up balloon to the “Add Your Information” 
form created to help users contribute to the map. This page was created using Google Documents 
and utilized English as well as Italian directions to guide the user through the submission 
process. The url to the form was embedded into the code so that when the user clicks on the link 
in the balloon, they are redirected to the form. The form is located in Appendix B: Online Form for 
User Submission. Submitted information is saved in a Google SpreadSheet for further verification 
by a moderator. For the complete code of this map see Appendix C: KML code for Google Earth. 
 
3.3. ANALYZING COMFORT LEVEL USING CURRENT CENSUS TRACTS 
 
Since specialty stores started closing, many Venetian citizens use supermarkets to satisfy 
their basic food needs. Surveys found that 93% of citizens always or often shop in the 
supermarkets and only 25% still shop at specialty stores. In another survey, however, 81% of 
citizens thought that the shopping situation was satisfactory or very good.30
                                                             30 (Lesley Bright 2007) 
 This mentality 
reflects contentment among Venetians regarding local retail and the availability of goods. 
Coincidentally, the consensus of the media reflects the opposite sentiment: Every store closure 
represents another nail in Venice’s coffin. The disparity between these two opinions is startling, 
and hence the need for further investigation is clear. It is suspected that the elderly are 
inconvenienced by the fact that supermarkets are further away from housing, as they have 
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difficulty moving around the city. Most citizens of Venice agree, however, that their city is 
overtaken by tourism and is not going to switch back.31
In 2004, a group of WPI students set out to understand the evolution of stores as it 
pertains to the “comfort” of the residents of Venice. Their IQP evaluated the residential comfort 
level, which can be described as the ease at which a Venetian citizen can acquire the goods 
necessary for daily life.
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 This topic could be best understood and evaluated for trending if data 
was collected over time. For this reason, this project reevaluated the residential comfort level 
with our collected shops and services data. A rating system was developed that takes into 
consideration not only distance to essential goods and services, but obstacles specific to Venice, 
such as minimal modes of transportation, aging population, and the inconveniences associated 
with high levels of tourism.  
 
3.3.1. CLASSIFICATION OF STORES AS “NECESSITIES” 
 
 The needs of a Venetian citizen may not be the same as the average Italian due to their 
unique environment, but many necessities are universal to all humans. This project classified 
“basic necessity” stores as those which sell a food product, i.e. bakery, butcher, which does not 
include restaurants. A map has been developed that features only necessary goods and services, 
as seen later in Figure 17. 
 
 
 
 
 
 
 
 
 
 
                                                             31 (Ta Karra Greene 2005) 32 (Karen Singh 2004) 
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3.3.2.   COMFORT LEVEL RATING SYSTEM   
 
      From the most current census data, completed in 2001, it is possible to illustrate the 
population via population density seen in Figure 16. As seen in this figure Venice’s population is  
 
 
 Figure 17: Population Density Per Island in 2001 
 
 
 
 
very sporadically spread throughout the city. The spread of population can be an indicator of 
where basic necessity stores are located. Currently there are 18,450 people residing within Santa 
Croce, San Polo and Dorsoduro with only 122 basic necessity stores.33
 The first step to analyze this data is to map out the current basic necessity stores located 
in these sestieri using a current census tract map. This project focused on the three main food 
items, produce, meat, and bread. It was taken into account that these items can be found in not 
only bakeries, butchers, and produce stands but also in supermarkets and grocery stores. Below 
is an example of such a map using MapInfo. By locating each “basic necessity” store on a civici 
map layer and putting an icon, different icons for different store types.   
  
                                                             33 (Bon October) 
35  
 Figure 18: Basic Necessity Stores This Project Located 
In order to complete a comfort analysis for three different age brackets (15-40, 40-65, 
65+) in Venice, different travel distances must be created. Anyone under the age of 15 was 
considered not likely to travel to a basic necessity store on their own. Therefore an analysis was 
not completed for them. For this project there are four levels of difficulty of living, which are 
easy, easy with use of boat, moderate, and hard. The theory behind these level ratings is that the 
closer the basic necessity store is to a location the easier it is to reach it from that location. The 
distances for each level were based off of the fact that the older a person becomes the harder it is 
for them to move and carry heavy objects. 
 In the three sestieri examined there are approximately 100 citizens over the age 95. 
Therefore this age group must not only reflect the younger side but also the older side of it. This 
distance is measured from the basic necessity store to the center of each census tract. Measuring 
from the center of the census tract provides an average distance for the population of the census 
tract as a whole. Since most people over the age of 65 have relatively limited mobility and tend 
to be weaker than the youth, a distance up to 50 meters, one way, from a basic necessity store 
was considered to be easy living with a distance of 100 meters in the moderate category.  The 
next age bracket 40-65 has more mobility and strength than the bracket of 65+ therefore a 
distance of up to 100 meters was considered easy, while a distance of 200 meters was considered 
moderate difficulty of living. The final age bracket 15-40 has the most mobility and strength of 
all the ages therefore easy living conditions extended out to 200 meters from a basic necessity 
store with moderate living extending to 400 meters. These distances may seem relatively short 
but as mentioned above it must take into account all ages in the age brackets. Also this accounts 
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for the fact that returning from a basic necessity store the resident will be carrying groceries 
either one or many this impairs a person who would normally be able to walk great distances 
because of the extra weight. These distances are consistent with past research groups’ analysis. 
This allows for easier comparison in comfort over time. 
Another factor that plays into these comfort levels is boat stop locations. The closer a boat 
stop that goes to a basic necessity store is to a location it eases the difficulty of living. This is due 
to the fact that the person shopping would not need to carry bags the same distance as if they 
were to walk because of the ability to place these items on the boat while in transit. Due to time 
constraints the obstacle of bridges were not taken into account and therefore some locations that 
are labeled difficult maybe easier to carry groceries than those marked easy due to the number of 
bridges that are encountered. 
From these distances it is possible to create a rating system using color. The levels that were 
considered easy above were color coded green, easy with boat use yellow, the levels of moderate 
difficulty an orange color, anywhere difficult was red. Through the use of these colors it is 
possible to visualize the difficulty though out each sestiere.  
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4. RESULTS AND ANALYSIS 
4.1. SAMPLE AREA OF CASTELLO 
 Additionally to the three sesteri of Santa Croce, San Polo, and Dorsoduro, data was collected on 
the Salizada San Antonin in Castello. This street could once be considered a typical Venetian shopping 
area, complete with shops ranging from fishmonger to TV Repair. In the 1970s, it had an example of a 
store from almost each of our categories, besides closed and tourist based. The data is compared in Figure 
18 to similar data from Migropolis34 and the student research group from 200935
 
. 
 Figure 19: Sample Area of Castello by Store Categories from 1970-2010 
 
Currently in this decentralized marketplace, stores involved in the sale of food products have 
decreased from 42% in 1970 to 9%. This is dramatic decrease in food based stores in just four decades. 
Many of these stores have yet to be replaced as 28% of all stores on the street our closed. The only 
category of stores that has been noticeable increasing in the area is tourist based shops. They currently 
occupy 21% of the streets store fronts. The percentage of closed, tourist, and food stores can be seen in 
Table 3 below. 
Though this is just a small 
sample of the city, it is a good indicator 
to the change in other residential areas of 
Venice. It shows us that though an area is 
residential and off the beat and path of 
the majority of tourists, it is still greatly 
affected by the possibility of tourist 
consumers. The industry will continue to 
expand as the number of tourists grows 
each year. This is not to say that the 
tourist stores are putting the food stores 
out of business, but just when there is an                                                              34 (Hajte Cantz 2006) 35 (Chelsey Anderson 2009) 
 
Table 3: Percentage Change in Sample Area of Castello 
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opening for a store to open there is a good possibility that a store catering to tourist can feel that space. 
The real take away from this case study is the extent of which the stores have changed overall. As 
depicted in Figure 19 below, 91% of the stores have changed in category from 1970-2010.  
 Figure 20: Change in Typology from 1970-2010 in Small Sample Area of Castello 
 
4.2. AREA OF RESEARCH 
 
We documented 1447 retail locations in Santa Croce, Dorsoduro, and San Polo, with 89 
art or antique stores, 231 clothing or accessory stores, 323 eateries, 112 food stores, 30 health or 
beauty care stores, 59 home-based stores, 95 luxury stores, 53 service stores, 222 tourist stores, 
and 251 closed storefronts. The group from 2004 documented 1113 retail locations, whose 
disparity with our own data collection necessitates a normalization of the unit of analysis of store 
distribution. Therefore, quantities of types of stores are represented as a percentage of the stores 
documented in that area during that year. In this way, business in general can be said to have 
increased in all 3 sestieri, while different kinds of business increased or decreased more 
specifically. Figure 20 illustrates the changes felt by each sestiere in terms of the different 
categories, which will be detailed in the following sections.  
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 Figure 21: Changes as a percent of stores documented in different sestiere. 
 
  Of the categories, service stores suffered the most decrease overall (from 8% to 4%), with 
closed stores showing the second largest decrease (19% to 17%). This tells us that although 
stores are opening, the stores that open are not service stores. Rather, they are more likely to be 
eateries or clothing and accessory stores, which increased across all three sestiere. Figure 21 
shows the distribution of stores in the documented areas sorted by retail category. Larger 
categories, such as eateries, denote more numerous types. A scale of blue to orange represents 
the change as a percentage of stores documented from 2010 compared with 2004. Blue 
categories suffered decreases, such as with services, where orange categories increased in size, 
such as with clothing and accessory stores.  
 
 
 
 
In addition to significantly increasing, eateries and clothing or accessory stores make up a 
very large portion of the retail in these sestieri, which we can see in the graph above. As large as 
these categories are, they are only continuing to increase in size, signaling a growing demand for 
their products. While tourist stores decreased in San Polo, they increased more heavily in Santa 
-0.1
-0.05
0
0.05
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San Polo
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Figure 22: Stores sized by quantity and colored by change from 2004 
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Croce, and increased slightly in Dorsoduro. This area of retail is also quite large, and of 
considerable interest to the city of Venice. Overall, it can be said to have increased slightly when 
averaged over all three sestieri. Similarly, while food stores increased a small amount in San 
Polo, they decreased in Dorsoduro and Santa Croce. The decrease of food stores coupled with 
the growth of eateries indicates a growing demand for eating out, something typical of visitors 
rather than residents. The notable increase in the number of clothing and accessory stores also 
speaks to the growing tourist presence, as many tourists buy clothing and accessories as 
souvenirs while they are in Venice. These stores are not classified as tourist stores, however, 
because residents also make use of them. These findings reinforce the mentality that stores 
geared toward visitors, such eateries and tourist shops, continue to increase, while residentially 
oriented stores, such as basic food and service stores, are decreasing.  
Additionally, some categories are too broad to cover the more intricate trends of the 
sestieri. For this reason, 64 types are used to further classify stores. Because past research groups 
have been inconsistent with the year-by-year definition of these types, they are better served to 
illustrate the distribution of stores at a given time of research, rather than analyzed to show 
trends over time.  
All of the store types can be seen in the following sections with circle graphs, which were 
created using the online visualization tool ManyEyes. The more stores of a certain type in a 
particular sestiere, the larger the circle for that type. The user can dynamically compare the 
distribution of certain types of stores by category and year, as well as by sestiere. In this way, the 
user receives a more overall picture of the stores in Venice. 
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4.3. SAN POLO RETAIL SECTOR 
 
 Figure 23: Types of Stores in San Polo by Quantity. 
 
Of the 688 store locations documented in San Polo, 92 (14%) were closed. Of the 
remaining 596 stores, 2.4% were health or beauty care stores, 4.0% were service stores, 5.2% 
were home-based stores, and 5.2% were art or antique stores. The four largest groups were 
luxury stores at 8.5%, food stores at 12.5%, tourist stores at 16.7%, eateries at 22.2%, and 
clothing or accessory stores at 23.3%. Though the number of restaurants and souvenir stores is 
considerably large, the most numerous type of store in San Polo is still the closed store. This 
emphasizes the economic challenge Venice faces of not only battling a dependence on tourism, 
but reviving its retail in all forms. San Polo had the highest percentage of food stores, but also 
the highest percentage of clothing and accessory stores. By type, San Polo had the highest 
percentage of souvenir stores. This is likely because of its unique position encompassing half of 
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the Rialto Bridge, a popular tourist destination. This heavy retail area spreads into neighboring 
streets, as well as being home to the famous fish and produce markets of Rialto. All of the types 
and their representative sizes can be seen in Figure 23. Graphs with highlighted types by category 
can be seen in Appendix E: Store Types by Sestiere Highlighted by Category. 
 
4.3.1. EVOLUTION OF RETAIL SECTOR IN SAN POLO 
 
As a percentage of the stores documented, the most notable changes in San Polo were in 
clothing and accessory stores, eateries, luxury, service, and tourist stores. Their respective size as 
a representative of San Polo and evolution since 2004 can be seen in Figure 23. 
The percentage of clothing and accessory stores increased from 18% to 20%, while the 
percentage of eateries increased similarly from 17% to 19%. The percentage of luxury stores also 
increased from 5% to 7%. These signal a growing demand for nonessential retail goods, such as 
fashion items, and dining establishments, which are frequented by visitors to the city. 
       
 Figure 24: Stores in San Polo by Quantity and Evolution. 
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      The percentage of tourist stores decreased more considerably from 18% to 14%, and the 
percentage of service stores decreased even more dramatically from 8% to 3%. This tells us that 
even when tourist stores close, the new retail location rarely reopens as a service store. Thus, we 
cannot say that tourist stores are the sole cause of residentially-oriented store closures. If this 
were indeed the case, we would see an inverse relationship between residentially- and visitor-
oriented stores. However, we see that even when visitor-oriented stores close, there is little 
rebound seen in the residential retail sector. In addition, though tourist stores decreased overall, 
hotels increased in number within that category. This is part of a current trend involving hotel 
growth along the Grand Canal, which is consistent with data collected in Santa Croce and 
Dorsoduro.  
4.4. SANTA CROCE RETAIL SECTOR 
 
 Figure 25: Types of Stores in Santa Croce by Quantity. 
 
Santa Croce had 304 retail locations, of which 48 (16%) were closed. Of the 256 open 
stores, 2.3% were health or beauty care stores, 5.1% were art or antique stores, 5.5% were home-
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based stores, 5.9% were service stores, and 6.6% were food stores. The four most numerous 
categories were luxury stores at 7.4%, clothing or accessory stores at 10.5%, tourist stores at 
26.6%, and eateries at 30.1%. The distribution by type is illustrated in Figure 25. A highlighted 
graph by category can be found in Appendix E: Store Types by Sestiere Highlighted by Category.  
The percent of tourist stores was higher in Santa Croce than in San Polo or Dorsoduro. 
As the percent of closed and service stores decrease, this trend is likely due to the tourist path 
fanning out to the less-travelled areas of the city. Santa Croce also contained the most hotels (31) 
of the three sestieri examined, accounting for almost half of its tourist stores. With a large 
portion of hotels, it follows that Santa Croce would have a lower demand for food stores than 
San Polo.  
 
4.4.1.  EVOLUTION OF RETAIL SECTOR IN SANTA CROCE 
 Figure 26: Stores in Santa Croce by Quantity and Evolution 
 
 In Santa Croce, tourist stores, clothing/accessory stores, and eateries saw the greatest 
increases. These changes can be seen in Figure 25, which is sized accordingly with the relative 
number of stores documented in Santa Croce compared with that collected in San Polo and 
Dorsoduro. 
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Clothing and accessory stores increased as a percentage of stores documented from 7% to 
9%. Eateries increased from 22% to 25%, and tourist stores increased the most from 17% to 
22%. These together signal a growing demand for retail consumer goods, as opposed to basic 
necessities. This would indicate a growing visitor population, which is consistent with the 
growing tourist presence.  
The percentage of stores that were closed as a percentage of all the stores documented 
dropped from 20% to 16%, showing an increase in business overall. The percentage of service 
stores, however, also decreased from 11% to 5%, which was the sharpest drop seen in service 
stores out of the three sestiere. This is likely due to the high number of hotels in the area causing 
an influx of visitors. As the market audience for the area, they do not have as high a demand for 
service stores as would residents of Venice.  
4.5. DORSODURO RETAIL SECTOR 
 
 Figure 27: Stores in Dorsoduro by Quantity 
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 Of 475 retail locations documented in Dorsoduro, 111 (24%) were closed. This was the  
highest percentage of closed stores between all three sestieri. The remaining stores consisted of 
2.7% health or beauty care stores, 4.1% service stores, 4.1% home-based stores, 6.3% food 
stores, and 7.4% luxury stores. The largest groups were art or antique stores at 12.6%, clothing 
or accessory stores at 14.3%, tourist stores at 15.9%, and eateries at 32.4%. Dorsoduro also 
contained the largest percentage of eateries of the three sestieri, and the smallest percentage of 
service stores. The distribution of types is illustrated in Figure 26. Likely this distribution is a 
result of being father away from major tourist destinations. Where San Polo houses the Rialto 
Bridge, and Santa Croce is closer to Ferrovia, Dorsoduro is below the heavily touristed sestieri, 
making it a less likely area for tourist stores. A complete breakdown of the categories can be 
seen in Appendix E: Store Types by Sestiere Highlighted by Category. More unsupported by tourism 
than the other two sestieri, it is also more susceptible to fulgurations in retail trends. 
 
4.5.1.  EVOLUTION OF RETAIL SECTOR IN DORSODURO 
 
 Figure 28: Stores in Dorsoduro by Quantity and Evolution 
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Dorsoduro saw the most change in clothing and accessory stores, eateries, service and 
tourist stores. These changes can be seen in Figure 27. 
 While clothing and accessory stores increased from 8% to 11%, eateries increased from 
20% to 25%, and tourist stores increased from 10% to 12%. These trends together confirm what 
was hypothesized about retail in Venice; it appears that visitor-oriented stores such as eateries 
are gaining in popularity, even in less touristed sestieri such as Dorsoduro. The area of the tourist 
path is expanding to encompass more of the city. As stores close in Dorsoduro, they are likely to 
be replaced by visitor-oriented stores such as eateries or tourist stores, rather than by 
residentially-oriented stores. Service stores, in fact, decreased from 9% to 3%, the most dramatic 
drop in this category among the sestieri, indicting a serious loss of demand for service stores.  
 
4.6. DISPLAY STORES OVER TIME WITH TIMELINE MAP 
 
 A map was created to display the overall trends of stores over time, such as location, 
quantity, and density. Categories are subdivided into subcategories to allow for up to 8 types per 
 Figure 29: Timeline Map displays art and antique stores based on the highlighted years 
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map, which is the number of different colors the points can display. Once the map loads the data 
from an online spreadsheet, it displays all the types of stores in a retail subcategory by default. 
The user can then filter the data he wishes to view by subcategory, or toggle the visibility of 
more specific types of stores by checkboxes. Because the amount of data the map needs to load 
is so large, maps displaying only the sub categorical data were also created to allow for quicker 
interactivity. Figure 28 shows the map of art and antique stores, where art stores are shown as red 
markers, and antique stores as blue. Scrolling the timeline to the left (past) or right (future), 
forces the map to show only the stores that were open during the highlighted time period. In this 
way, the user is able to see a more complex breakdown of the distribution of stores documented 
from any given year. 
 
4.7. CURRENT SHOPS 
 
For the data currently available, an interactive map was created, with the ability to pan 
and zoom so as to more intuitively display locative information. The tools best suited to 
displaying this information online were Microsoft Access and Google Earth. In order to 
dynamically update this display, it must read data from a dynamic spreadsheet which, in case of  
 
 Figure 30: A pop-up balloon with basic information about a store that allows the user to learn more about stores in Venice. 
 
49  
this project, was a database file edited in Access. After any data is inserted into the database, a 
script written in Visual Basic is used to create a KML file from the data. That file can be 
reopened in Google Earth, which then displays store locations and types as shown in Figure 29. 
Each type of store is represented using a different icon, so the user can see at a glance the 
distribution of stores. Restaurants, for example, are purple bubbles with knives and forks. 
Pictures of the storefronts were then uploaded to the Venice 2.0 Gallery. Several urls were added 
into the datasheet to link pictures with data entries as an example for future projects.  
Third-party submissions are paramount to the success of this project in years to come. 
Therefore, an easy-to-use interface that outsiders can use to submit their own data was created. It 
is written in both English and Italian so that Venetians, even non-English speaking ones, will be 
able to contribute. The link to the form is shown in the balloon after clicking any icon on the 
map. Drop-down menus were created to help outsiders use the interface more effectively. 
User submissions will then need to be verified for accuracy, after which they are ready to 
be added to the database and added to the map. Unofficial submissions are vital, as Venetian 
citizens will be more aware of trends such as store closures in their area. Store closures are often 
left undocumented until another store reopens in the same location. Therefore, it is very difficult 
to determine the actual closing date of a store in Venice. This is an unfortunate factor which we 
hope to mitigate with the help of Venetian residents who can recall the store closings in their 
area. 
 
 
  Figure 31: Web site created to display maps and collect information from viewers. 
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To keep all the information together and make it easier for public use a web site 
“L'Evoluzione delle botteghe a Venezia” was created, as seen in Figure 30. It contains a map that 
was converted from Google Earth to Google Maps, the online form for entering information, 
several TimeLine maps and visualizations of past data. There is also a tab for contacting the 
Venice Project Center for any questions or help.  
 
4.8. COMFORT LEVEL INDEX 
 
Basic Necessity Store Locations Year and Location 
 
2005 
Dorsoduro36 
 
2010 
Dorsoduro, San Polo, and 
Santa Croce 
Table 4: Basic Necessity Stores in Dorsoduro Past and Present 
When it comes to procuring “basic necessities” a society’s comfort level is dependent 
upon population and quantity of stores, any alterations in either will have an effect on comfort. If 
closures continue in the quantity and frequency that they have recently, the comfort level of 
Venice will eventually decline to a point where every census tract is difficult to live in. Looking                                                              36 (Ta Karra Greene 2005) 
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at just stores in Dorsoduro it is clear that that basic necessity stores have declined within the past 
five years. 
       Looking back to previous projects who also examined comfort level, it becomes clear that 
in only five to six years a decline in comfort can occur. Although each project used a different 
method for measuring comfort and their examples only include bread stores, it is still clear there 
has been a change, as seen in Table 4. Basic necessity store closures do not apply to only one 
sestiere but can be seen to the entirety of the city since. With an aging population, a decline in 
comfort presents a serious problem for Venetians which could be a cause for further population 
decline, as people are discouraged from residing in Venice. 
 
 
Bread Store Comfort 
(Without Boat Stops) 
Dorsoduro 
2010 
Table 5: Comfort Level Analysis Through Bread Stores in Dorsoduro 
 
      This project was able to analyze the comfort level in Dorsoduro, San Polo, and Santa 
Croce dependent upon age. As in Table 5, the older a person becomes the harder it is for this 
person to live comfortably in Venice. With a population whose average age is ever increasing, 
the further the distance that the general population has to travel for a basic necessity store, the 
harder it becomes to survive in Venice comfortably. The arrival of supermarkets has been a 
blessing and a curse for comfort. Supermarkets have been beneficial to Venice by being built 
where there is a lack of basic necessity stores. However, because supermarkets provide all the 
amenities that several neighborhood shops would, the presence of these supermarkets seems to 
put the other basic necessity stores out of business. By viewing Table 6, it is visible that 
supermarkets have provided much aid to Venice as far as comfort is concerned. Unfortunately 
this project was not able to complete a full comfort level for all sestieri and all food types due to 
time constraints, this was started but was unable to be completed. 
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Santa Croce, San Polo, and Dorsoduro 
Comfort Level for Supermarkets  
Age Brackets 
 
Comfort Level for People 65+ 
 
 
 
 
 
 
Comfort Level for People 40-65 
 
Comfort Level for People 15-40 
Table 6: Comfort Levels for Supermarkets in 2010 
 
      To summarize, the closure of stores throughout Venice has a direct impact on the comfort 
level of the citizens. The more “basic necessity” stores that close the harder it is to live in 
Venice due to an increase in the distance to the new nearest store. Thus with an aging 
population who have limited mobility the greater this distance is the harder it becomes for 
majority of the citizens. This resulting in a city that is difficult to live in. 
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5. CONCLUSION 
 
In summary, all three sestieri examine showed a significant decrease in service stores 
while slight increases in clothing or accessory stores and tourist stores. The examined area 
showed a dramatic increase in eateries across the board. This signals a growing demand for a 
visitor-oriented food supply. The decrease in services illustrates a diminishing need for 
residentially-oriented stores.  
 
Among other achievements, our team prepared a database for future use by other groups 
studying the Venetian retail sector. One of the main goals of this project was to develop 
sustainable and repeatable practices for consistency throughout the future of this project. Data 
needs to be collected over a long period of time for any proper conclusions to be drawn on the 
state of the Venetian retail economy. The maps were created with this in mind and the hope that 
past and future data would be collected and visualized. The timeline map and interactive map of 
the current stores were also created to help engage residents and gain feedback from the local 
community. They have the knowledge of the past that can truly give this project insight into the 
evolution that has been occurring since World War II.  
 
As basic-necessity stores decline, comfort level decreases. This trend shows a growingly 
uninhabitable Venice. As supermarkets continue to open the need for basic food stores 
diminishes with the populations. This development continues to make life more uncomfortable 
for the aging population. 
 
The use of new technologies can enable teams to collect more data and draw more far-
reaching conclusions than the past. It is the hope of our team that future research be conducted in 
the City of Venice to further analyze the extent of store closures and comfort analysis.  
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6. RECOMMENDATIONS 
 
       To truly understand the retail sector of Venice and the phenomenon that has been taking place 
would require research and evaluation over the course of many years. For this reason, these additional 
steps should be taken into consideration by future groups as we believe they would be beneficial to the 
project.  
6.1.  DATA COLLECTION PROCESS 
 
       With over 4000 stores across 149 km of walkways in the 6 sesteri of Venice, collecting every 
store’s data can be a time consuming and tiring process. The completion of collecting all store data during 
the seven weeks in Venice would leave little time for any analysis or implementation. To accelerate the 
process of collecting data, we recommend the use of smartphone applications. As technology progresses, 
the implementation of these applications will only become easier. The application would need to have the 
ability to take a picture, track the GPS location, have fields for necessary information (similar to that of 
the field form) and then upload all this information either to phone storage or an online database. An 
application with some of these capabilities already exists, and is known as the DEW (Digital Earth 
Watch) application. This android application, originally developed for the study of nature’s changes 
overtime, takes a picture and records the location. More information can be found at the following 
websites:  
<http://stigmergicweb.appspot.com/apps/dew> 
<http://picturepost.unh.edu/> 
       The application will need to be modified for the specific purposes in Venice. The applications 
developer Joshua Thorpe and advisor Fabio Carrera are available for contact. With or without the use of 
the android application, it is imperative that Castello is documented in future projects. Castello has so far 
only been documented once in 2004 and is a good indicator of change due to its proximity near the two 
most heavily trafficked areas in Venice, the Rialto Bridge and. St Marks Square. 
       In addition, store data is best collected when the stores are open. This will allow for an 
understanding of the types of customers it attracts and the primary goods it sells. Stores in Venice have 
common hours of operation, independent of typology. Most stores, except late night restaurants and bars, 
will open around 9:00-10:00.  The store will then take a mid-day break. This break occurs for a couple of 
hours each day from anywhere between 12:00 and 16:00. Eateries will take their break later in that time 
frame so that they can be open for the lunchtime rush. The break is an uncertainty that makes collecting 
data a little more difficult. Taking note of the time in which they are closed will allow the collector to 
return another day and collect data properly. The stores will continue to be open into the night, at which 
point, photos would be less effective.   
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6.2.  WEB SITE FOR THE UPDATING OF SHOPS INFORMATION 
 
       It is difficult to accurately collect data from past years and a project would have to be committed 
to the subject every year of the Venice Project Center, in order to collect future data. For this reason, we 
believe a website for the updating of shops information should be developed and distributed to the public. 
The website would employ our Google Earth map and have a place for the addition of information. A 
Venetian browsing the website could add information about stores from the past along with any pictures 
they have. The information would then automatically be sent to a database to be checked by the future 
project groups. 
       The development of the website is only half of the mission. Just as important is the distribution 
and public awareness. The website is only a place to facilitate the collection of past and future data. For it 
to have any real value, it requires future project groups and citizens of Venice to add their information. 
The changing retail sector has not gone unnoticed by the residents of Venice and would jump at the 
chance to assist if properly informed about the website. To help with public awareness, the city of Venice 
should also be contacted about the project and website.   
 
6.3.  INFORMAL BUSINESS SECTOR  
 
Throughout formal business data collection, we briefly located and documented the informal 
activities including beggars, bag sellers, toy sellers, street performers and flower peddlers. A 
short video was created in order to document the current illegal businesses throughout Venice. 
The video intended to identify the multiple types of illegal businesses, depict the extent, and 
present possible issues that result. It was intended to capture the businesses as they are today, for 
use in the future.  
We recommend an individual project be dedicated to the subject. This would include 
more documentation, similar to ours, but would also need to include a more in-depth study of 
extent in Venice. To do this, we again suggest the use of a smartphone application, known as 
ButOne, and we suggest contact with the developer, Ben Licktner. The application provides the 
user with a discreet way to document the GPS location and typology of informal business. The 
information would then update an online database of your choice. A map could then be created 
showing the density of each informal business in Venice. Ben Licktner has agreed to make the 
code public for futures groups to modify. The code can be found at this website: 
 
<http://code.google.com/p/butone/> 
 
       What we have learned in our time in Venice about informal businesses is essential to 
know for future documentation and evaluation. This necessary information consists of the 
locations of informal businesses and times at which to find them there. This knowledge is pretty 
evident to anyone who stays in the city for at least short period of time. Though these illegal 
businesses can be found throughout the city, their presence is most dense in the following 
locations at these times of day: 
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Type  Popular Locations Time of Day Notes 
Bag Seller Riva degli Schiavoni near 
the Piazza San Marco; 
Roads in between San 
Marco & Rialto, Piazza della 
Roma 
All times of day Grow in quantity at 
night. Especially near 
the lagoon. 
Beggar All Popular Tourists 
Destinations; Rialto Bridge, 
Basillica San Marco, 
Churches 
11:00- 18:00; 
Daytime 
They will plant 
themselves on heavily 
trafficked bridges and in 
front of churches, 
pleading for spare 
change. 
Toy Seller All Popular Tourists 
Destinations; Rialto Bridge, 
Basillica San Marco, 
Churches 
11:00- 18:00; 
Daytime 
They focus on attracting 
children so that parents 
will purchase toys. 
Flower Peddler St. Marks Square, Rialto 
Bridge 
18:00-24:00; 
NightTime 
They are known for 
going up to couples who 
are eating outside or 
walking and offering 
flowers. 
Street Performer All Popular Tourists 
Destinations; Rialto Bridge, 
Basillica San Marco, 
Churches 
11:00- 18:00; 
Daytime 
Made illegal in 2008, 
this is one of the least 
common informal 
businesses but just listen 
for their music. 
Table 7: Informal Businesses and Their Locative Information 
 For visuals see Appendix F: Types of Informal Business. The final video and all of the 
raw footage can be found on the Venice 2.0 Vimeo group page, our website, and Venipedia:  
<http://vimeo.com/venice2point0/videos> 
<http://sites.google.com/site/ve10shops/home> 
<http://venipedia.org/index.php?title=Venice%27s_Informal_Economy> 
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6.4. REVISITING PAST DATA COLLECTION 
 
       During the final weeks of this project, 
negatives of images were able to be collected from the 
University of Architecture here in Venice. There are 
over a thousand images from the academic year of 
1992 until 1993. At close to twenty years old there is 
a lot to be learned about the retail sector that has not 
been studied. Currently no organization has been 
completed with these photos and locations are 
unknown for the stores in the images. What would be 
beneficial for the future of these images is for another 
research group to come back to these pictures and 
locate them throughout the city, rename the images 
with location information and possibly do a 
comparison as to what is there currently. These images can be found within the accompanying 
disk with a sample in appendices. 
 
 
 
 
 
 
 
 
  
 
  
  
Table 8: Images from 1992-1993, No Information is currently Known About them 
 
Figure 32: Scanning Images  
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APPENDIX A: NACE CODES 
NACE Code Type Category 
52.50 : Retail sale of second-hand goods in stores Antiques Art/Antiques 
92.32 : Operation of arts facilities Art 
52.24 : Retail sale of bread, cakes, flour confectionery and sugar 
confectionery  
Bakery Food 
52.22 : Retail sale of meat and meat products Butcher 
52.27.2 : Other retail sale of food-Dairy Dairy 
52.22 : Retail sale of meat and meat products Deli 
52.23 : Retail sale of fish, crustaceans and molluscs Fish 
52.27.1 : Other retail sale of food-Candy, Chocolates, Confections Candy Store 
52.11 : Retail sale in non-specialized stores with food, beverages or 
tobacco predominating  
Grocery Store 
52.21 : Retail sale of fruit and vegetables Produce 
52.27.3 : Other retail sale of food-Pasta Pasta 
52.25 : Retail sale of alcoholic and other beverages Liqour Store 
52.25 : Retail sale of alcoholic and other beverages Wine 
52.42.1: Retail sale of Accessories Accessories Clothing/Acce
ssories 52.42 : Retail sale of clothing Clothing 
52.42.2 : Retail sale of Jewelry Jewelry 
52.43 : Retail sale of footwear and leather goods Leather Goods 
52.48.4 : Other retail sale in specialized stores-Optical Store  Optical Store 
52.50 : Retail sale of second-hand goods in stores  Pawn Shop 
52.43 : Retail sale of footwear and leather goods Shoes 
52.42.1: Retail sale of Accessories Undergarments 
- Closed Closed 
55.40 : Bars Bar Eatery 
55.51 : Canteens  Café 
55.51 : Canteens  Gelateria 
55.51 : Canteens  Pizzeria 
55.30 : Restaurants Restaurant 
52.46 : Retail sale of hardware, paints and glass Hardware Store Home-Based 
52.44 : Retail sale of furniture, lighting equipment and household 
articles n.e.c 
Household Goods 
52.12 : Other retail sale in non-specialized stores Non-specialized 
Store 
52.47 : Retail sale of books, newspapers and stationery Office Supplies 
52.47 : Retail sale of books, newspapers and stationery Books Luxury 
52.48.1 : Other retail sale in specialized stores-Electronics Electronics 
52.48.2 : Other retail sale in specialized stores-Entertainment Entertainment 
52.48.6 : Other retail sale in specialized stores-Pet Store  Pet Store 
52.48.7 : Other retail sale in specialized stores-Religious Goods Religious Goods 
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52.47 : Retail sale of books, newspapers and stationery Stationery 
52.41 : Retail sale of textiles Textile 
52.11 : Retail sale in non-specialized stores with food, beverages or 
tobacco predominating  
Tobacco Store 
52.48.9 : Other retail sale in specialized stores-Toys Toys 
93.02 : Hairdressing and other beauty treatment  Barber Service 
93.01 : Washing and dry-cleaning of textile and fur products  Dry Cleaner 
52.48.3 : Other retail sale in specialized stores-Florist Florist 
93.02 : Hairdressing and other beauty treatment  Hair Salon 
52.74 : Repair n.e.c.  Metal Work 
74.81 : Photographic activities  Photo Store 
70.31 : Real estate agencies Real Estate 
52.72 : Repair of electrical household goods  Repair 
63.30 : Activities of travel agencies and tour operators; tourist 
assistance activities n.e.c.  
Travel Agency 
52.48.10 : Other retail sale in specialized stores-Video Store Video Store 
52.74 : Repair n.e.c.  Wood Work 
55.1 : Hotels Hotel Tourist 
52.48.8 : Other retail sale in specialized stores-Souvenirs  Souvenirs 
52.33 : Retail sale of cosmetic and toilet articles Beauty Care Health/Beauty 
Care 52.33 : Retail sale of cosmetic and toilet articles Cosmetics 
93.04 : Physical well-being activities  Fitness 
85.1 : Human health activities  Health Care 
52.48.5 : Other retail sale in specialized stores-Perfume  Perfume 
52.32 : Retail sale of medical and orthopaedic goods Pharmacy 
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APPENDIX B: ONLINE FORM FOR USER SUBMISSION 
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APPENDIX C: KML CODE FOR GOOGLE EARTH 
Option Compare Database 
 
'writes a KML file with simple placemarks for database 
Sub WritetoKML() 
'exports data to KML file 
'variables: 
Dim myFile As String 
Dim fnum As Integer 
Dim myDB As Database 
Dim basicRS As Recordset 
'from Basic_Information: 
Dim straddresscode As String           'address_code 
Dim strStreet As String         'Street_Adress 
Dim strName As String         'Name_Store 
Dim strCategory As String         'Store_Category 
Dim strYear As String         'Store_Year 
Dim dblLat, dblLon As Double    'Latitude and Longitude 
'initialize variables: 
myFile = "C:\Users\Aika\Documents\2010AS.kml" 
fnum = FreeFile 
Set myDB = CurrentDb 
Set basicRS = myDB.OpenRecordset("All Merged Years", dbOpenDynaset) 
'open file: 
Open myFile For Output As #fnum 
'print KML headings: 
'use double quotes in KML, single for VBA 
Print #fnum, "<?xml version=""1.0"" encoding=""UTF-8""?>" 
Print #fnum, "<kml xmlns=""http://www.opengis.net/kml/2.2"">" 
Print #fnum, "<Document>" 
Print #fnum, "  <Folder>" 
Print #fnum, "      <name>2010AS</name>" 
Print #fnum, "      <visibility>1</visibility>" 'folder is visible 
Print #fnum, "      <open>1</open>" 'folder is expanded 
Do Until basicRS.EOF 
'set variables 
'make sure to check for  NULL, except on required fields which have already been tested 
    straddresscode = basicRS.Fields("address_code") 
    strCategory = basicRS.Fields("category") 
    strType = basicRS.Fields("type") 
    dblLon = basicRS.Fields("x_wgs84") 
    dblLat = basicRS.Fields("y_wgs84") 
    strYear = basicRS.Fields("as_of_year") 
    'street name 
        If (IsNull(basicRS.Fields("indirizzo")) = False) Then 
            strStreet = basicRS.Fields("indirizzo") 
        Else 
            strStreet = "Unknown" 
        End If 
        'print KML for Icon Styles 
Print #fnum, "<Style id=""restaurant"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35563-1/restaurant.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
     
Print #fnum, "<Style id=""femaleclothing"">" 
Print #fnum, "  <IconStyle>" 
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Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35560-1/clothes-female.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""souvenir"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35573-1/gifts.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""bar"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35575-1/cocktail.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""closed"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35587-1/lock_001.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""hotel"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35579-1/hotel.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""jewelry"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35581-1/jewelry.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""salon"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35583-1/hairsalon.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""grocery"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35585-1/grocery.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
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Print #fnum, "<Style id=""tobacco"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35589-1/smokingarea.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""gelato"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35594-1/icecream+_1_.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""art"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35596-1/art.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""pizzeria"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35598-1/pizza.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""shoes"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35600-1/sneakers.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""pharmacy"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35602-1/firstaid.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""bakery"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35606-1/bread.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""conv"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35604-1/convenience.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
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Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""home"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35610-1/homecenter.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""butcher"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35608-1/butcher.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""books"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35612-1/bookstore.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""tools"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35614-1/tools.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""video"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35616-1/video.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""photo"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35618-1/photo.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""wine"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35620-1/winery.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""electr"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35622-1/phones.png</href>" 
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Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""optical"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35626-1/ophthalmologist.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""fish"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/35624-1/fishingshop.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""accessories"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51492-1/bags.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""dairy"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51494-1/dairy.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""pawn"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/v/Shopicons/deptstore.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""flower"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51498-1/flowers.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""antiques"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/v/Shopicons/museum-crafts.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""perfume"">" 
Print #fnum, "  <IconStyle>" 
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Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51502-1/perfumery.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""perfume"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51502-1/perfumery.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""pet"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51504-1/pets.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""toy"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51506-1/toys.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
Print #fnum, "<Style id=""pen"">" 
Print #fnum, "  <IconStyle>" 
Print #fnum, "      <Icon>" 
Print #fnum, "          <href>http://venice2point0.org/gallery/d/51508-1/pens.png</href>" 
Print #fnum, "      </Icon>" 
Print #fnum, "  </IconStyle>" 
Print #fnum, "</Style>" 
 
'image 
        If (IsNull(basicRS.Fields("url")) = False) Then 
            strPic = basicRS.Fields("url") 
        Else 
            strPic = "http://venice2point0.org/gallery/d/41855-2/SC01830.JPG" 
        End If 
'print KML for placemark: 
        Print #fnum, "      <Placemark>" 
        'name 
        'description 
        Print #fnum, "          <description>" 
        Print #fnum, "              <![CDATA[" 
        'picture 
        If (strPic = "none") Then 
            Print #fnum, "              <i>--No Image Available--</i> <br />" 
        Else 
            Print #fnum, "              <a href=""" & strPic & """><img src=""" & strPic & """ width = 120 height = 90></a><br/>" 
        End If 
        Print #fnum, "" & strStreet & "<br />" 
        Print #fnum, "" & strType & "<br />" 
        Print #fnum, "" & strYear & "<br />" 
        Print #fnum, "              <a 
href=""https://spreadsheets.google.com/viewform?formkey=dE10X3dyRFpSM2dYZnVDZ01ZQ0lQSGc6MQ"">Add Your 
Information</a>" 
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        Print #fnum, "              ]]>" 
        Print #fnum, "          </description> 
       'marker style 
        Print #fnum, "          <styleUrl>#restaurant</styleUrl> 
        If (strType = "Clothing") Then 
        Print #fnum, "          <styleUrl>#femaleclothing</styleUrl>"        
        End If         
        If (strType = "Souvenirs") Then 
        Print #fnum, "          <styleUrl>#souvenir</styleUrl>"         
        End If         
        If (strType = "Bar") Then 
        Print #fnum, "          <styleUrl>#bar</styleUrl>"         
        End If         
        If (strType = "Closed") Then 
        Print #fnum, "          <styleUrl>#closed</styleUrl>"         
        End If         
        If (strType = "Hotel") Then 
        Print #fnum, "          <styleUrl>#hotel</styleUrl>"        
        End If 
        If (strType = "Jewelry") Then 
        Print #fnum, "          <styleUrl>#jewelry</styleUrl>"    
        End If         
          If (strType = "Hair Salon") Then 
        Print #fnum, "          <styleUrl>#salon</styleUrl>" 
         
        End If    
             If (strType = "Grocery Store") Then 
        Print #fnum, "          <styleUrl>#grocery</styleUrl>"       
        End If       
              If (strType = "Tobacco Store") Then 
        Print #fnum, "          <styleUrl>#tobacco</styleUrl>"         
        End If         
              If (strType = "Gelateria") Then 
        Print #fnum, "          <styleUrl>#gelato</styleUrl>"         
        End If         
         If (strType = "Art") Then 
        Print #fnum, "          <styleUrl>#art</styleUrl>"         
        End If         
         If (strType = "Pizzeria") Then 
        Print #fnum, "          <styleUrl>#pizzeria</styleUrl>"         
        End If 
         If (strType = "Shoes") Then 
        Print #fnum, "          <styleUrl>#shoes</styleUrl>"         
        End If         
         If (strType = "Pharmacy") Then 
        Print #fnum, "          <styleUrl>#pharmacy</styleUrl>"         
        End If 
        If (strType = "Bakery") Then 
        Print #fnum, "          <styleUrl>#bakery</styleUrl>"        
        End If         
        If (strType = "Produce") Then 
        Print #fnum, "          <styleUrl>#conv</styleUrl>"         
        End If         
        If (strType = "Household Goods") Then 
        Print #fnum, "          <styleUrl>#home</styleUrl>"         
        End I         
          If (strType = "Butcher") Then 
        Print #fnum, "          <styleUrl>#butcher</styleUrl>"         
        End If 
                 If (strType = "Books") Then 
        Print #fnum, "          <styleUrl>#books</styleUrl>"         
        End If        
70  
         If (strType = "Hardware Store") Then 
        Print #fnum, "          <styleUrl>#tools</styleUrl>" 
        End If 
          If (strType = "Video Store") Then 
        Print #fnum, "          <styleUrl>#video</styleUrl>" 
        End If 
         If (strType = "Photo Store") Then 
        Print #fnum, "          <styleUrl>#photo</styleUrl>" 
        End If 
         If (strType = "Wine") Then 
        Print #fnum, "          <styleUrl>#wine</styleUrl>" 
         
        End If 
         If (strType = "Electronics") Then 
        Print #fnum, "          <styleUrl>#electr</styleUrl>" 
        End If 
        If (strType = "Fish") Then 
        Print #fnum, "          <styleUrl>#fish</styleUrl>" 
        End If 
         If (strType = "Optical Store") Then 
        Print #fnum, "          <styleUrl>#optical</styleUrl>" 
        End If 
        If (strType = "Dairy") Then 
        Print #fnum, "          <styleUrl>#dairy</styleUrl>" 
        End If 
        If (strType = "Florist") Then 
        Print #fnum, "          <styleUrl>#flower</styleUrl>" 
        End If 
        If (strType = "Office Supplies") Then 
        Print #fnum, "          <styleUrl>#pen</styleUrl>" 
        End If 
        If (strType = "Stationary") Then 
        Print #fnum, "          <styleUrl>#pen</styleUrl>" 
        End If 
         If (strType = "Perfume") Then 
        Print #fnum, "          <styleUrl>#perfume</styleUrl>" 
        End If 
        If (strType = "Pet Store") Then 
        Print #fnum, "          <styleUrl>#pet</styleUrl>" 
        End If 
         If (strType = "Toys") Then 
        Print #fnum, "          <styleUrl>#toy</styleUrl>" 
        End If 
        If (strType = "Accessories") Then 
        Print #fnum, "          <styleUrl>#accessories</styleUrl>" 
        End If 
        'point 
        Print #fnum, "          <Point>" 
            Print #fnum, "              <coordinates>" & dblLon & "," & dblLat & "</coordinates>" 
        Print #fnum, "          </Point>" 
        Print #fnum, "      </Placemark>" 
    ' go to next record 
    basicRS.MoveNext 
Loop 
Print #fnum, "  </Folder>" 
Print #fnum, "</Document>" 
Print #fnum, "</kml>" 
'close file 
Close #fnum 
End Sub 
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APPENDIX D: DATA COLLECTION FIELD FORM 
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APPENDIX E: STORE TYPES BY SESTIERE HIGHLIGHTED BY 
CATEGORY 
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APPENDIX F: TYPES OF INFORMAL BUSINESS 
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APPENDIX G: TIMELINE MAP SCREENSHOTS AND URL 
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<https://sites.google.com/site/ve10shops/maps> 
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APPENDIX H: TIMELINE MAP JAVASCRIPT AND HTML 
As an example, the code for the tourist stores map is included below. When saved as a .html file, it can be 
opened to appear as below:  
 
<!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0 Strict//EN" 
  "http://www.w3.org/TR/xhtml1/DTD/xhtml1-strict.dtd">  
<html xmlns="http://www.w3.org/1999/xhtml">  
  <head>  
    <meta http-equiv="content-type" content="text/html; charset=utf-8"/>  
    <title>Tourist Stores in Venice</title>  
    <script 
src="http://maps.google.com/maps?file=api&v=2&key=ABQIAAAA_lDJDS_wySA0RdlDGCoHghSzZWixYZNyqPXspmx2yC
KGVDHYDhRSwli0CuTuh6xVXh19cBfNzDRukA" 
      type="text/javascript"></script>  
    <script type="text/javascript" src="http://timemap.googlecode.com/svn/trunk/lib/timeline-2.3.0.js"></script>  
    <script src="http://timemap.googlecode.com/svn/trunk/timemap.js" type="text/javascript"></script>  
    <script src="http://timemap.googlecode.com/svn/trunk/param.js" type="text/javascript"></script>  
    <script src="http://timemap.googlecode.com/svn/trunk/loaders/json.js" type="text/javascript"></script>  
    <script src="http://timemap.googlecode.com/svn/trunk/loaders/google_spreadsheet.js" type="text/javascript"></script>  
    <script src="http://timemap.googlecode.com/svn/trunk/manipulation.js" type="text/javascript"></script>  
 <script type="text/javascript">  
  
var tm; 
function onLoad() { 
     
    tm = TimeMap.init({ 
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        mapId: "map",               // Id of map div element (required) 
        timelineId: "timeline",     // Id of timeline div element (required)  
        options: { 
            eventIconPath: "http://timemap.googlecode.com/svn/trunk/images/" 
        }, 
        datasets: [ 
     { 
  title: "Souvenir", 
  id: "souvenir", 
  theme: "red", 
  type: "gss", 
  options: { 
      tags: ['Tourist'], 
      key: "0AgV8BSeVrGGYdDBVTFJ0bmZnb1pVLVRxZFVlZWVhVlE", 
      paramMap: { 
   start: "date" 
  } 
             
            }}, 
     { 
                title: "Hotel", 
                id: "hotel", 
                theme: "ltblue", 
                type: "gss", 
                options: { 
      tags: ['Tourist'], 
                    key: "0AgV8BSeVrGGYdHpLUG10T19Od3Q0S0M4Z29YQkF2bFE", 
                    paramMap: { 
                        start: "date" 
                    } 
                     
  } 
 
            } 
        ],  
        bandIntervals: [ 
            Timeline.DateTime.MONTH,  
            Timeline.DateTime.DECADE 
        ] 
    });  
} 
 
 
function toggleDataset(dsid, toggle) { 
    if (toggle) { 
        tm.datasets[dsid].show(); 
    } else { 
        tm.datasets[dsid].hide(); 
    } 
} 
    </script>  
 <link href="http://timemap.googlecode.com/svn/trunk/examples/examples.css" type="text/css" rel="stylesheet"/>  
    <style>  
    div#timelinecontainer{ 
    width: 75%; 
    height: 20%; 
    } 
     
    div#timeline{ 
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    width: 100%; 
    height: 100%; 
    font-size: 10px; 
    background: #CCCCCC; 
    } 
     
    div#mapcontainer { 
    width: 75%; 
    height: 40%; 
    } 
    span#redbox {  
        color: #FFFFFF;  
        font-weight: bold; 
        background: #FE766A;  
        float: left;  
        padding: 5px; 
        margin: 4px; 
 } 
 
    span#ltbluebox {  
        color: #FFFFFF;  
        font-weight: bold; 
        background: #04B4AE;  
        float: left;  
        padding: 5px; 
        margin: 4px; 
    }     
 
     
    #timemap { 
    height: 1050px; 
    } 
    div#map { 
    width: 100%; 
    height: 100%; 
    background: #EEEEEE; 
    } 
     
    div.infodescription { 
    font-style: normal; 
    width: 300px; 
    } 
    </style>  
  </head>  
  
  <body onload="onLoad();" onunload="GUnload();">  
    <div id="help">  
    <h1>Tourist Stores</h1>  
    <p>This map displays the souvenir stores and hotels in Venice. Scroll through the timeline to see what stores were open in the 
past! A complete list of souvenir stores can be found <a 
href="https://spreadsheets.google.com/pub?key=0AgV8BSeVrGGYdDBVTFJ0bmZnb1pVLVRxZFVlZWVhVlE&hl=en&outpu
t=html" target=_blank>here</a>,and  a complete list of hotels can be found <a 
href="https://spreadsheets.google.com/pub?key=0AgV8BSeVrGGYdHpLUG10T19Od3Q0S0M4Z29YQkF2bFE&hl=en&output
=html" target=_blank>here</a>.</p> 
 <p> 
        <span id="redbox"><input type="checkbox" onclick="toggleDataset('souvenir', this.checked);" checked> Souvenir</span> 
&nbsp;&nbsp;&nbsp; 
        <span id="ltbluebox"><input type="checkbox" onclick="toggleDataset('hotel', this.checked);" checked> Hotel</span>  
</p> 
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</div>  
    <div id="timemap">  
          
 <div id="timelinecontainer">  
          <div id="timeline"></div>  
        </div>  
 <div id="mapcontainer">  
          <div id="map"></div>  
        </div> 
    </div>  
  </body>  
</html> 
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APPENDIX I: CENSUS TRACT DATA 
 
Above is the map of census tracts used in this project created in 2001. 
 
2001 census data from the city of Venice.  
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APPENDIX J: CIVICI LOCATIONS ON A MAP 
 
Arial view of civici locations, where civici locations are the address locations in Venice. 
 
This is a zoomed in view of the civici locations. 
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APPENDIX K: CIVICI LOCATIONS IN A DATABASE 
 
This database allowed this project team to locate starting addresses for data collection. 
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APPENDIX L: COMFORT LEVEL DISTANCE TRACKING FORM 
 
This Excel Sheet was used to keep track of the distances from the center of each census tract to 
each type of “basic necessity” store.  
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APPENDIX M: IMAGES FROM 1992 - 1993 
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APPENDIX N: TYPOLOGY AND CATEGORIZATION OF STORES 
WITH PICTURES 
Category Type Picture 
Art/Antiques Antiques 
 
 Art 
 
Food Bakery 
 
 Butcher 
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 Dairy 
 
 Deli 
 
 Fish 
 
 Candy Store 
 
 Grocery Store 
 
94  
 Produce 
 
 Pasta 
 
 Liqour Store 
 
 Wine 
 
Clothing/Accessories Accessories 
 
95  
 Clothing 
 
 Jewelry 
 
 Leather Goods 
 
 Optical Store 
 
 Pawn Shop 
 
96  
 Shoes 
 
 Undergarments 
 
Closed Closed 
 
Eatery Bar 
 
 Café 
 
97  
 Gelateria 
 
 Pizzeria 
 
 Restaurant 
 
Home-Based Hardware Store 
 
 Household Goods 
 
98  
 Non-specialized Store 
 
 Office Supplies 
 
Luxury Books 
 
 Electronics 
 
 Entertainment 
 
99  
 Pet Store 
 
 Religious Goods 
 
 Stationery 
 
 Textile 
 
 Tobacco Store 
 
100  
 Toys 
 
Service Barber 
 
 Dry Cleaner 
 
 Florist 
 
 Hair Salon 
 
101  
 Metal Work 
 
 Photo Store 
 
 Real Estate 
 
 Repair 
 
 Travel Agency 
 
102  
 Video Store 
 
 Wood Work 
 
Tourist Hotel 
 
 Souvenirs 
 
Health/Beauty Care Beauty Care 
 
103  
 Cosmetics 
 
 Fitness 
 
 Health Care 
 
 Perfume 
 
 Pharmacy 
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APPENDIX O: ANNOTATED BIBLIOGRAPHY 
 
http://elgateado.free.fr/mesdocuments/cours/agreg/colles/DocA.pdf. 
 This is a brochure developed by the Tourism Bureau of Venice filled with 
statistics and information regarding Paris. It provided us with background knowledge on 
tourism in Paris, France. We used this information to compare to the tourism in Venice 
and to show us a bigger picture of tourism on the global scale.  
Ammerman, Albert J. Venice Before the Grand Canal. Hamilton, New York: Colgate University. 
 This scholarly journal, accessed through JSTOR, is a paper developed at Colgate 
University and published by the American Academy of Rome in 2003. This journal 
focuses on Venice throughout history and how it came to be what it is today. Specifically 
used as a source of information regarding the Rialto Bridge and surrounding Rialto 
Market.  
Barbie Nadeau. Ciao, Ciao, Venice. November 2, 2009. 
http://www.newsweek.com/2009/11/01/ciao-ciao-venice.html. 
 This article from NewsWeek provides a brief overview of the effect of the global 
recession (~2007-2009) on Venice's tourist economy. In general, tourism continues to 
increase, but the type of tourist is increasingly the daytripper sort. Less money is being 
funnelled into restaurants and hotels, as it is much cheaper to stay elsewhere and bring 
food from home, especially if one does not plan to stay.  
Brittanica, Encyclopedia. Venice (Italy): Economy. 
http://www.britannica.com/EBchecked/topic/625298/Venice/24381/Economy (accessed October 
2010). 
 Britannica is a popular encyclopedia and this section on the economy was part of 
the overall article on Venice, Italy. Used primarily for background knowledge on the 
current status as well as history of the Venetian economy and more specifically, Venetian 
retail.  
Chelsey Anderson, Rhiannon Chiacchiaro, Shanna Infantino, Yoshitaka Shiotsu. Un'Economia 
Sommersa: Documenting the Evolution of the Venetian Formal Economy. IQP, Worcester: 
Worcester Polytechnic Institute, 2009. 
Eggleton, Pat. ""Funeral" to be held for Venice." ITALY. November 9, 2009. 
http://www.italymag.co.uk/italy/venice/funeral-be-held-venice (accessed September 2010). 
 This magazine article, from Italy Magazine, presents Venice as a city with a 
demographic crisis. This is a magazine article and is somewhat opinionated but 
nevertheless provides the reader support of the thesis in the form of statistics and 
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population data. It believes that if nothing changes, Venice will be a ghost city with no 
residents in less than 40 years. 
Google Maps. Supermarkets in Venice. http://maps.google.com/maps?hl=en&tab=wl (accessed 
October 12, 2010). 
 This map was created over the course of this project by the project group 
members. The data on the stores was collected by walking to the supermarkets with a 
translated survey. These locations are correct by comparing address with actual 
interactions with the stores.  
Hugh, Edward. Italian Economy Watch. January 6, 2008. 
http://italyeconomicinfo.blogspot.com/2008/01/italian-economy-outlook-entering-2008.html 
(accessed October 2, 2010). 
 This blog is not necessarily a credible source as it is completely opinionated. The 
use of this source was solely the graphs he used within his blog. These graphs are 
actually from Bloomberg, a credible business and financial news company. The graphs 
depict the overall retail sales in Italy during 2007.   
International Monetary Fund. Italy: 2010 Article IV Consultation Concluding Statement of the 
Mission. March 30, 2010. http://www.imf.org/external/np/ms/2010/033010.htm. 
 This website is a rundown of the recent (2010) Italian economy. Italy is being hurt 
in the same manner as other countries (also given the weak euro). This article includes 
projections for the coming future of Italy in specific economic terms.  
Karen Singh, Patricia Pope, Andrew Cristo, Greg Chandonnet. The Evolution of Stores and 
Decline of Residential Comfort: The Availability of Necessary Goods in the Historical Center of 
Venice. Interactive Qualifying Project, Worcester: Worcester Polytechnic Institute, 2004. 
 This is a past project completed by four students of Worcester Polytechnic 
Institute for the Venice Project center. Their research was very similar to ours and this 
paper was used as a background and a methodological source.  
Kloosterman, Robert, Joanne Van der Leun, and Jan Rath. "Across the border: immigrants' 
economic opportunities, social capital and informal business activities." Journal of Ethnic and 
Migration Studies, 1998. 
 In this article, the relationship between informal economic activities and recent 
immigrants in the Netherlands is discussed. It provided us with background information 
on informal activities and a comparison to similar activities taking place here in Venice. 
Lesley Bright, Sara Duran, Stephen Parsons, Luis M. Rodriguez. Decline of the Venetian Food 
Stores as a Gauge for Social Change in the City. IQP, Worcester: Worcester Polytechnic 
Institute, 2007. 
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This is a past project completed by four students of Worcester Polytechnic 
Institute for the Venice Project center. Their research was very similar to ours and this 
paper was used as a background and a methodological source.  Their graphs were used to 
present the idea of decline of Venetian food stores overtime, and how it possibly reflects 
the change in demographics of the city. 
Newman, Cathy. "Vanishing Venice." National Geographic, 2009. 
 This national geographic article presents the negative effects tourism is having on 
the beautiful city of Venice. It outlines Venice as being attacked by the floods that are 
millions of tourists each year. They describe many of the similar problems we discuss 
and theorize that tourism is much to blame.  
Pope, Dan. The Beach Peddler. University of Iowa, 2000. 
 This book tells of the illegal vendors in Venice. It discusses thing we would need 
to know about the sector such as the colloquialisms, the habits, and the role in society. To 
collect any proper information on the industry we would have to get to know them first.  
Robert C. Davis, Garry R. Marvin. Venice, the Tourist Maze a Cultural Critique of the World's 
most Touristed City. Los Angeles: University of California Press, 2004. 
Scarpellini, Emanuela. Supermarkets Italiani: Nelson A. Rockefeller's International Basic 
Economy Corporation and the Introduction of Supermarkets to Italy. Milan, Italy: University of 
Milan, 2001. 
 This is a research paper conducted at the University of Milan by a researcher in 
contemporary history. The paper outlines the first and eventual rise of supermarkets 
throughout Italy. It was used as a background reference for supermarkets in Venice and 
Italy as a whole.  
Ta Karra Greene, Benjamin Isabella, Freddy Jervis, Danielle Modeste. Residentail Comfort 
Level: An Analysis of the Venetian Retail Sector. IQP, Worcester: Worcester Polytechnic 
Institute, 2005. 
This is a past project completed by four students of Worcester Polytechnic 
Institute for the Venice Project center. Their research was very similar to ours and this 
paper was used as a background and a methodological source.  They investigated the 
comfort level of a Venetian resident which was one of our objectives. We used this paper 
as a methodological source and as comparison for our results.  
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